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THE SMOKING RATIO 


'Anti-ads'Tell It Like It Is 


| By RICK DU BROW 
HOLLYWOOD (UPI)-Tele- 
viewers have surely noticed the 
excellence of the home screen’s 


anticigarette commercials. 

But no one thus far has 


summamed their effectiveness 
j as well as Carroll Carroll, the 
witty and knowledgeable res¬ 


ident expert on television 


commercials 
trade paper 


j advertising and 
for the weekly 
j “Variety.” 

! In a superbly informal and 
incisive article, the kind “Varie¬ 
ty” is famous for, Carroll 
writes this week: 


Carroll notes that “the odds 


“The public service antici* 
garette commercials grow bet¬ 
ter and better while the butts 
plugs, coming one after the 
other in vapid succession, grow 
less and less convincing.” ** 


are, by agreement, 3-1 in favor 
of the (tobacco) industry. Three 
cigrette spots for every warn 
ing. How , come? WeH^ when 
both sides sat down with the 
FCC and TV management to 
hammer out a schedule that 
would allow everybody to make 
money and SAVE FACE. An 
attorney for the FCC„ when 
asked what he thought would be 
a fair formula for TV to follow 
in running the anticigarette 
blurbs, ad libbed the 3-1 ratio 
and the industry grabbed it” 
Among the effective antis¬ 
moking ads Carroll cites is the 
one “that opens (and closes) an 
a man standing with a cigarette 
in bis hand. He looks at it 
thoughtfully, then at you, and 
says, ‘have you ever thought 
what happens to you when yoq 


ker because you asked thyman 


next door if he saved Raleigh 
coupons and he said, "Tha^s 
how I got my new wife.’” 

Carroll suggests: “Take a 
look at that anticigarette 
Western. The killers enter a 
saloon. Everyone hides. The men 
light their cigarettes. Then they 
start to cough...and cough and 
cough and cough and cough till 
it’s clear who the killers really 
are. It’s a perfect parody and a 
pretty good parable.” ..... . 

It is worth it to get the latest 
issue of“Variety” just to read 
the Carroll article—and to pass 
it around. Carroll is everything 
a critic should be: intelligent, 
entertaining, insoucient, a bit of 
a crusader—and a harpoonist to 
be reckoned with, as witness 
the following: * 
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“There’s another new ci¬ 


garette on the ma rket, Virginia 


Slims, that c laims to be made 
just for women and to have the 
flavor women Eke best— 
Vir ginia. This information was 
probably attained by hanging 
around grape juice joints count' 
ktg the dames who asked for 
Virginia Dare.” 

The Channel Swim: CSS-TV’S 
“Daktari” series has been 
canceled and will go off the air 


place on Jan. 29 by a variety 
series starring GLen Campbell, 
whose show was the vacation 
substitute for the Smothers 
Brothers this past summer...Ti¬ 
ny Tim sings “Stouthearted 
Men” on NBC-TV’s “Rowan and 
Martin’s Laugh-In” Nov. 25, and 
also plays General Custer. /] 


light a cigarette? (pause.) We f 
have.’ The next thing you see is 
the logo for the American Heart 
Association.” 

Carroll »' deadly In singling 
out the trivial approach of 
cigarette ads as opposed to the 
gut-hitting antismoking com¬ 
mercials. For example, after 
observing that “Winston gives 
you the hot tip that ‘it tastes 
good like a cigarette should,’” 
the article continues: 

“In answer to all this th* 
Cancer Society and Heart 
Association go right on socking 
it to you about what goes on in 
your guts while you enjoy a 
smoke that’s one dmy millime¬ 
ter longer, walk a mile for a 
Camel, or become a chainsmo- 


O 

o 

N 

© 

CO 

N 


■ J • ■ ,<;v 


3 


( 10 ) 


Source: https://www.industrydocuments.ucsf.edu/docs/ypijkGi^p 







